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1995 年始终保持着 30%以上的高速率，1995 年之后依然保持着 10%左右的增长
率。到了 2002 年，中国啤酒的产量超过了美国，成为了世界上 大的啤酒生产



















                                                        
① 资料来源：艾凯咨询网. 2010-2015 年中国啤酒行业分析及前景报告[D]. 






























Since the reform and opening up of Chinese economy over thirty years ago, the 
beer industry has been rapidly developing. From 1987 to 1995, it has had a high 
growth rate of more than 30%; while after 1995, the growth rate has been 
approximately 10%. In 2002, the Chinese beer production has surpassed that of the 
United States, making China to be the largest beer producer in the world with a stable 
growth trend. Up to 2012, China’s annual beer output has ranked first in the world for 
11 consecutive years.  
Although the Chinese per capita annual consumption of beer is only 28 liters, 
much lower than those of Europe and the United states, the Chinese market demand 
for high-quality beer has grown rapidly with the improvement of living standard. 
According to a survey, the growth rate of demand for premium beer will be more than 
20% in the next five years. In addition, the Chinese beer industry will maintain a 
growth rate of over 12%, which is much higher than the average of 3% for developed 
countries, such as Europe and the US. This demonstrates the development potential 
for the Chinese beer market. As a result, major global beer groups have begun to enter 
the Chinese market, and domestic beer giants have accelerated the pace of 
development. Expansions, mergers, acquisitions and other measures have been used 
to expand market share. More than 800 beer manufacturers have gradually merged 
and centralized to the dozens present. The China beer market has entered a stage of 
intense competition. 
The high-speed development of ABInBev Sedrin in recent ten years has 
benefited from a set of standard operating model. This paper analyzes the marketing 
channel management of ABInBev Sedrin to optimize its strengths. At the same time, 
through the investigation of two wholesalers, retail terminal and consumers, it also 
points to the inadequacy of the marketing channel management. Therefore, the use of 
relationship marketing and depth of distribution theories are recommended to ensure 
the consolidation of channel management, in order to guarantee a stable and efficient 
operation of the marketing channel. 
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第一章  绪论 
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第一节  选题背景和意义 
全球前五大啤酒消费国中，中国以 4898.8 万吨遥遥领先，远高于排名第二
的美国（2400 万吨）；啤酒行业的未来整体看好，目前中国年人均啤酒销量为








建于 1986 年，位于福建省东南沿海莆田市。自 2001 年起，雪津以每年超 10 万
吨的速度发展，2006 年产销量超过 100 万吨，各项经济指标均居全国前列。通
过产品的创新，同时不断的加强营销渠道的改革，雪津啤酒在福建、江西、湖
南、浙江及周边啤酒市场拥有突显地位，构筑起业界一致认可的品牌优势。由















后改名为英博雪津啤酒。2008 年 7 月英博收购了百威啤酒的母公司安海斯-布希
（AB），合并后的公司将成为世界五大快速消费品公司之一，之后雪津就更名为
百威英博雪津啤酒。百威英博雪津啤酒经过几年的磨合后，目前销量利润等指
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